METHODS AND SYSTEMS FOR MONITORING 
THE EFFICACY OF A MARKETING PROJECT 

Cross-Reference to Co-Pending Patent Applications 
This Application is related to co-pending U.S. Patent Application Serial No. 

? filed , entitled "Methods and Systems for Assisting Financial 

Services Firms and Their Representatives", and U.S. Patent Application Serial No. 

9 filed , entitled "Methods And Systems For Providing A Measure Of 

Supervision Over The Activities Of Representatives Of A Business", both of which are 
incorporated herein by reference. 

Field of the Invention 
The present invention generally relates to marketing campaigns, and more 
particularly, to methods and systems for monitoring the efficacy of a marketing campaign 
or project. 

Background of the Invention 

Marketing campaigns or projects are an essential tool in marketing products and 
services to customers. In a conventional marketing project, a marketing group or the like 
identifies characteristics of select customers that might be interested in purchasing a 
particular product or service. This can be a difficult task, and one that can substantially 
effect the efficacy of the marketing project. Once the customers of interest are identified, 
an appropriate medium is selected to reach those customers. For example, if a product is 
a sport related product, the marketing project may provide advertising in sport related 
magazines, at sporting related events, or on sports related web sites, to name just a few. 
Using a direct marketing approach, the customers of interest may be directly contacted 
through, for example, a direct mailing or a phone call. 

Determining the efficacy of a marketing project can be difficult. In many cases, 
the efficacy of a marketing project is estimated by simply monitoring the overall sales of 
a product both before and after the marketing project is executed. This, however, only 
provides a macro view of the merits of the marketing project, and does little to identify 
ways to improve the marketing project. Also, the efficacy of the marketing project often 
cannot be determined until well into or after the marketing project is executed, which 
makes it difficult to assess the efficacy of the marketing project on a short term basis. 



Also, the ability to provide marketing information to product distributors is hit or miss at 
best. 

Summary of the Invention 
The present invention provides improved methods and systems for monitoring the 

5 efficacy of a marketing project. Briefly, and in one illustrative embodiment, the present 
invention uses a customer database that stores information about each customer of a firm 
or business. To identify the customers that are likely to be interested in a particular 
product, a number of marketing project parameters are defined. The marketing project 
parameters may correspond to, for example, age, income, net worth, investment 

10 objectives, hobbies and interests, geographic region, current assets, or any other 
parameter that may be useful in identifying relevant customers. The marketing project 
parameters are run against the information in the customer database to identify those 
customers that fall within the marketing project parameters. Once the customers are 
identified, the customers can be efficiently marketed to by the marketer. 

15 Once notified, each sale of the product made to the notified customers is recorded 

in the customer database. A marketing project efficacy indicator can then be determined 
by, for example, comparing the number of customers that were identified as relevant for 
the product with the number of those same customers that actually purchased or did not 
purchase the product, preferably within a given time period. Alternatively, or in addition, 

20 a marketing project efficacy indicator may be determined by comparing the revenue 
generated from the sales of the marketed product relative to a revenue goal. Other 
methods for calculating a marketing project efficacy indicator include, for example, 
comparing the number of products sold versus a goal, comparing the value of the 
products sold versus a goal, etc. The marketing project efficacy indicator can be 

25 determined in real or near real time, provided that the sales are recorded in real or near 
real time. The customer database is preferably a single database, but it may be multiple 
databases that are local and/or remote, if desired. 

It is contemplated that a marketing project may be modified or altered if the 
marketing project efficacy indicator is deemed to be too low. The marketing project can 

30 be modified in any number of ways including, for example, modifying the marketing 
material that is provided to the customers, modifying the marketing project parameters to 
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select a different set of customers, etc. In addition, by noting the characteristics of the 
customers that are actually purchasing and/or not purchasing the product, the marketing 
project parameters can be refined. Once modified, the marketing project can continued to 
determine if the marketing project efficacy indicator can be improved. 
5 In one illustrative embodiment, the customer database is for a firm that operates 

through a number of representatives, where each representative has a personal 
relationship with his or her customers. Such firms include, for example, financial 
services firms such as broker-dealers, banks, insurance companies, consumer finance 
organizations, wire houses, etc. While the present invention is primarily described with 
10 respect to such firms, it should be recognized that other firms and businesses can benefit 
from the present invention. 
□ Representatives of such firms, including brokers, insurance agents etc., often lack 

5 the time, resources and/or experience necessary to develop an effective marketing 

If campaign or project. Accordingly, in one illustrative embodiment, an internal and/or 

yg 15 external marketing group or the like may develop one or more marketing projects for all 
'H or selected representatives of a firm or business. In a preferred embodiment, the 

L marketing group has access to the customer database, which includes information about 

Sj the customers of the firm or business. In some cases, the information in the customer 

database is entered by the representatives, especially when the customer database is used 
Q 20 by the representatives to keep track of and service their customers. 

The marketing group may develop a number of marketing project parameters. 
The marketing project parameters may be selected to identify those customers that are 
likely to be interested in the marketed product. The marketing project parameters are 
then run against the customer database(s) to identify those customers that are likely to be 
25 interested in the marketed product. In some embodiments, the identified customers are 
sorted by representative, and personalized listings of identified customers are provided to 
the representatives. The personalized listings may be offered to the representatives via an 
interface screen that is used by the representatives to access the customer database(s), if 
desired. 

30 Since many representatives operate relatively independently, some representative 

may elect to participate in the marketing project while others may not. In one illustrative 
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embodiment, if the personalized listing of customers is accessed by a representative, the 
system stores an identifier for each customer in the personalized listing indicating that the 
customer was notified about the product. The assumption is that if a representative 
accesses his/her personalized listing of customers, the representative follows through and 
5 notifies each of the customers on the personalized listing about the product. 
Alternatively, customer notification may be identified by monitoring a correspondence 
history stored in the customer database(s). In this embodiment, the representatives 
preferably record each correspondence with his/her customers in the customer database, 
preferably using a contact history interface. By monitoring the correspondence history, 
10 either automatically, semi-automatically, or manually, those customers that were actually 
notified about the product can be identified. A measure of marketing project appeal can 
be gauged by monitoring how many of the representatives access their personalized 
listing of customers and/or applicable marketing materials. 

To reduce the time and effort required by the representative to participate in the 
15 marketing project, the personalized listings may be delivered in a format that aids the 
representatives in preparing envelopes, post cards, letters, marketing materials, e-mails, 
etc. For example, the personalized listings may be delivered in a format that is 
compatible with printing labels, and may include the name and address of each customer 
on the personalized listings. Preferably, the various fields provided in the personalized 
20 listings are extracted from the customer database(s). When so provided, the 
representatives only need to print the personalized listing on labels, which are then placed 
on envelopes or post cards for easy delivery. Alternatively, or in addition to, the 
personalized listings may be provide in a format that is, for example, compatible with 
printing envelopes or post cards. In this case, the representatives may simply print the 
25 name and address of each identified customer directly on an envelope or post card. 

To help create personalized letters or marketing materials, the personalized 
listings may be provided in a format that is compatible with a merge function of an 
application program such as Microsoft Word®. In this case, the representatives can 
merge the names, addresses and/or other fields into personalized letters or marketing 
30 materials, which can then be distributed to the customers. The personalized listings may 
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be provided in any other suitable format, including for example, a spreadsheet format, an 
e-mail format, etc. 

In some industries, such as the financial services industry, the marketing materials 
that are sent to customers should be compliant with applicable rules and regulations. To 
5 reduce compliance risks, all firms require that every piece of marketing material go 
though a compliance review. This requirement is particularly burdensome when various 
sources produce the marketing materials, including in some cases, the representatives 
themselves. To help reduce this burden, the present invention contemplates having the 
marketing group or the like generate the marketing material as part of the marketing 
10 project, and have the marketing materials reviewed for compliance. Compliant 
marketing material can then be sent, along with the personalized listing of customers, to 
q selected representatives in the firm. The compliant marketing materials may be 

J? compatible with the personalized listing of customers, so that the various fields of the 

N ;; personalized listing can be merged or otherwise incorporated into the compliant 

yg 1 5 marketing material, if desired. 

£7 Rather than having the representatives themselves perform the tasks of receiving a 

s personalized listing of customers and generating the personalized envelopes, post cards 

Sf and/or marketing materials, it is contemplated that the marketing group or the like may 

rt perform these tasks for the representatives. For example, the marketing group may 

O 20 generate mailings or the like for all of the identified customers. The mailings may be 
personalized for each representative, including the appropriate representatives name and 
address. The marketing group may then forward the mailings to each representative for 
signature and distribution. Alternatively, the marketing group may distribute the 
materials directly to the customers (via mail, e-mail, or any other distribution method). 
25 This latter alternative may help ensure that each of the identified customers is actually 
notified about the product. This, in turn, may increase the accuracy of the marketing 
project efficacy indicator, as no assumption needs to be made about which customers 
were actually notified. 

Brief Description of the Drawings 
30 Figure 1 is a schematic diagram showing the distribution model commonly used 

in the financial services industry; 
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Figure 2 is a schematic diagram showing the basic architecture of an illustrative 
embodiment of the present invention; 

Figure 3 is a schematic diagram showing the basic operation of an illustrative 
embodiment of the present invention; 
5 Figure 4 is a screen shot showing an illustrative window that may be used by a 

firm or business to assist in managing various marketing projects; 

Figure 5 is a screen shot showing an illustrative window that may be displayed 
when a representative accesses the customer database system; 

Figure 6 is a screen shot showing an illustrative window that may be displayed 
10 when a representative selects the "Uncover Variable Annuity sales in your own Business 
immediately" announcement notice in the Announcements region of Figure 5; 

Figure 7 is a screen shot showing an another illustrative window that may be 
displayed when a representative selects one of the hyperlinks in the Announcements 
region of Figure 5; 

15 Figure 8 is a screen shot showing an illustrative window that may be displayed 

when a representative access a particular customer account of the customer database; 

Figure 9 is a screen shot showing the illustrative window of Figure 8 with the 
trade menu expanded; 

Figure 10 is a screen shot showing an illustrative window that may be displayed 
20 after the "Buy" menu option is selected from the trade menu of Figure 9; 

Figure 1 1 is a screen shot showing an illustrative window that may be displayed 
after the "Confirm This Trade" button of Figure 10 is selected; 

Figure 12 is an illustrative screen shot showing an illustrative Trade Buy Blotter 
for a firm; 

25 Figures 13A-13B show a flow diagram of an illustrative method of the present 

invention; and 

Figures 14A-14B show a flow diagram of another illustrative method of the 
present invention. 

Detailed Description of the Invention 
30 The present invention is described below primarily with respect to a Broker 

Dealer firm. However, the present invention is equally applicable to other financial 
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services firms including banks, insurance companies, consumer finance organizations, 
wire houses, etc. More generally, the present invention is applicable to any business that 
maintains a customer database and that records the sales of at least some of its products in 
a database. 

5 Figure 1 is a schematic diagram showing the distribution model commonly used 

in the financial services industry to move investment products. The distribution model 
often begins with the DTCC (Depository Trust Clearing Corporation - formerly NSCC) 
10. The DTCC clears a majority of the investment market's equity, debt and mutual fund 
trades, and also some industry insurance transactions. Financial services who transact 

10 business through the DTCC 10, must either be a Clearing Broker Dealer 12 or a 
correspondent 14 to a Clearing Broker Dealer. Clearing Broker Dealers 12 generally 
have systems that facilitate trading with the DTCC 10. 

The Clearing Broker Dealers 12 may have their own direct sales force, which 
often includes registered representatives and sales assistants 16 that sell investment 

15 product directly to customers. The Clearing Broker Dealers 12 may also have a number 
of Correspondent Broker Dealers 14a and 14b. Each Correspondent Broker Dealer 14a 
and 14b may have a number of registered representatives and sales assistants to sell 
investment product to their customers. Some of the Correspondent Broker Dealers 14 
may have Affiliate Broker Dealers, such as Affiliate Broker Dealer 20, which may also 

20 have registered representatives and sales assistants for selling investment product to their 
customers. 

Figure 2 is a schematic diagram showing the basic architecture of one illustrative 
embodiment of the present invention. The illustrative embodiment is preferably used in 
conjunction with financial services firms such as Clearing Broker Dealers 12, 
25 Correspondent Broker Dealers 14a and 14b, Affiliate Broker Dealers 20 (see Figure 1), or 
other financial services firms involved in the creation, management, distribution and/or 
marketing of financial products or services. 

The illustrative system uses a database 30a, which is preferably a relational 
database such as a Microsoft Access®, Microsoft SQL Server 2000®, Oracle 9i®, etc. In 
30 some embodiments, the system may also access other databases, such as databases 30b 
and 30c. Database 30b is shown as another local database, and database 30c is shown as 
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a remote database. Multiple local and/or remote databases may be used by the system, if 
desired. 

A broker/dealer interface and control block 32 provides an interface between the 
database 30a-c and the users 54A, 54B, and 54C. The users 54A, 54B, and 54C may be 
any type of user, but in the illustrative embodiment, are registered representatives and/or 
sales assistants. In a preferred embodiment, the broker/dealer interfacing control block 32 
and database 30a are executed on one or more server system. The one or more server 
systems can then be connected to a number of client systems via the World Wide Web 
(WWW). The users 54A, 54B and 54C may access the broker/dealer interface and 
control block 32 using the client systems via the WWW. This architecture is illustrated 
by dashed line 60. The server functions are shown below dashed line 60, and the client 
functions are shown above dashed line 60. While users 54A, 54B and 54C may access 
the broker/dealer interface and control block 32 via the WWW, other connection 
mechanisms are contemplated. For example, the users 54A, 54B and 54C may access 
the broker/dealer interface control block 32 through an intranet, a LAN, a direct 
connection, or any other connection mechanism or means. To receive pricing data and to 
clear trades, the broker/dealer interface and control block 32 may be connected to the 
DTCC 10 and/or other services. It is contemplated that these connections may also be via 
the WWW, an intranet, a LAN, a direct connection, or any other connection mechanisms. 

In the illustrative embodiment, the database 30a includes a number of data files 
(or entries) to support the activities of users 54A, 54B and 54C. In some embodiments, 
some of these data files and/or additional data files are provided in databases 30b and 
30c. Some illustrative data files (or entries) include customer account data 34, general 
ledger data 36, securities ledger data 38, trade blotter data 40, customer correspondence 
history logs 44, and others 50. The account data file 34 preferably identifies each 
customer account, and the contents of each account. A customer account may include, 
for example, a customer account number, current and past holdings of the account, 
investment objectives of the account, net worth, personal information about the customer 
including the customer's name, address, age, interests, etc. The general ledger data file 
36 preferably stores a general ledger for the broker dealer firm. The securities ledger 38 
preferable records each buy and sell executed by representatives of the broker dealer 



firm. The trade blotter data file 40 preferably stores each trade executed by 
representatives of the broker dealer firm. The correspondence history data file 44 
preferably records the correspondence history between each representative and their 
customers. 

To identify the customers that are likely to be interested in a particular product, 
one or more marketing projects 64 may be defined, preferably by a marketing group of 
the like. Each marketing project 64 may have one or more marketing project parameters 
associated therewith. The marketing project parameters may correspond to, for example, 
age, income, net worth, investment objectives, current investment holdings, hobbies and 
interests, geographic region, and/or any other parameter that may be helpful in identify 
relevant customers. The marketing project parameters are preferably part of the 
marketing data file 68, which in the illustrative embodiment, is stored in database 30a. 

Once defined, and in the illustrative embodiment, the marketing project 
parameters may be run against the information in the database 30a to identify selected 
customers. Once identified, the customers may be sorted by user 54a, 54b and 54c, if 
desired, and a personalized listing of identified customers can be provided to each user 
54a, 54b and 54c. The personalized listing can be offered to each user 54a, 54b and 54c 
via the Broker/Dealer Interface and Control Block 32, if desired. 

Since many of the users 54a, 54b and 54c may operate relatively independently of 
each other and of the firm or business, some users 54a, 54b and 54c may elect to 
participate in the marketing project while others may not. In one embodiment, if the 
personalized listing of customers is accessed by a user 54a, 54b and 54c, the system 
stores an identifier for each customer listed in the personalized listing. The identifier 
indicating that the customer was notified about the product. In this embodiment, the 
assumption is that if a user 54a, 54b and 54c accesses his/her personalized listing of 
customers, the user 54a, 54b and 54c follows through and notifies each of his/her 
customers about the product. Alternatively, customer notification may be tracked by 
monitoring a correspondence history stored in the customer database 30a. The 
representatives preferably record each correspondence between the representative and 
his/her customers in the customer database, preferably using the contact history interface 
shown in Figure 8, By monitoring the correspondences, either automatically, semi- 



automatically, or manually, those customers that were actually notified about the product 
can be identified. In either case, a marketing appeal indicator of the marketing project 64 
can be gauged by monitoring how many of the users 54a, 54b and 54c (e.g. 
representatives) access their personalized listing of customers and/or applicable 

5 marketing materials. 

Once the customers are notified, each sale of the product to one of the notified 
customers may be recorded in the customer database, preferably by users 54a, 54b and 
54c. A marketing project efficacy indicator can then be determined by, for example, 
comparing the number of customers that were notified about the product with the number 

10 of the same customers that actually purchased or did not purchase the product, preferably 
within a given time period. Alternatively, or in addition, the marketing project efficacy 
indicator may be determined by comparing the revenue generated from the sales of the 
marketed product relative to a revenue goal. Other methods for calculating a marketing 
project efficacy indicator are also contemplated including, for example, comparing the 

15 number of products sold versus a sales goal, comparing the value of the products sold 
versus a value goal, etc. The marketing project efficacy indicator can be determined in 
real or near real time, provided that the sales are recorded in real or near real time by 
users 54a, 54b and 54c. 

It is contemplated that the marketing project 64 may be modified or altered if the 

20 marketing project efficacy indicator is deemed to be too low. The marketing project can 
be modified in any number of ways including, for example, modifying the marketing 
material that is provided to the customers, modifying the marketing project parameters to 
select a different set of customers, etc. In addition, by noting the characteristics of the 
customers that are actually purchasing or not purchasing the product, the marketing 

25 project parameters can be refined. Once modified, marketing project 64 can be repeated 
to determine if the marketing project efficacy indicator can be improved. 

Figure 3 is a schematic diagram showing the basic operation of one illustrative 
embodiment of the present invention. The process begins when a marketing department 
or group 72 defines a marketing project 74. The marketing project 74 preferably includes 

30 one or more marketing project parameters. The marketing project parameters are 
preferably chosen to help identify those customers that are likely to be interested in a 
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particular product of interest. In one example, the marketing project parameters 
correspond to age, income, net worth, investment objectives, current holdings, hobbies 
and interests, geographic region, and/or any other parameter that may be helpful in 
identify relevant customers for a product of interest. The marketing project parameters 

5 preferably correspond to or can be derived from one or more of the data fields in the 
customer database 30a. 

Once defined, and in the illustrative embodiment, the marketing project 
parameters are run against the information in the customer database 30a to identify 
selected customers, as illustrated by line 75. A personalized listing of identified 

10 customers can then be provided to each representative 76, as indicated by line 77. Some 
of the representatives 76 may elect to participate in the marketing project 74 while others 
may not. In one embodiment, if the personalized listing of customers is accessed by the 
representative 76, the system stores an identifier in the customer database 30a indicating 
that each customer in the personalized listing was notified about the product. A 

15 marketing appeal indicator (not shown) of the marketing project 74 can be gauged by, for 
example, monitoring how many of the representatives 76 accessed their personalized 
listing of customers and/or applicable marketing materials. 

Armed with their personalized listing of customers, each representative 76 may 
notify his/her customers 78 about the product of interest, as indicated by line 79. Once 

20 notified, some of the customers 78 will contact the representative 76 and inquire about 
the product, and some will actually purchase the product, as indicated by line 81. Each 
sale of the product is preferably recorded in the customer database 30a, as shown by line 
83. A marketing project efficacy indicator 85 can then be determined by, for example, 
comparing the number of customers that were notified about the product with the number 

25 of those customers that actually purchased or did not purchase the product, preferably 
within a given time period. Alternatively, or in addition, the marketing project efficacy 
indicator 85 may be determined by comparing the revenue generated from the sales of the 
marketed product relative to a revenue goal. Other methods for calculating the marketing 
project efficacy indicator 85 may include, for example, comparing the number of 

30 products sold versus a sales goal, comparing the value of the products sold versus a value 
goal, etc. The marketing project efficacy indicator 85 can be determined in real or near 
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real time, provided the sales are recorded in real or near real time by the representative 
76. 

It is contemplated that each marketing project 74 may be modified or altered if the 
marketing project efficacy indicator 85 is deemed to be too low. Each marketing project 
74 may be modified in any number of ways including, for example, modifying the 
marketing material that is provided to the customers 78, modifying the marketing project 
parameters to select a different set of customers 78, etc. In addition, by noting the 
characteristics of the customers 78 that are actually purchasing and/or not purchasing the 
product, the marketing project parameters may be refined. Once modified, the marketing 
project 74 can be restarted to determine if the marketing project efficacy indicator 85 can 
be improved. 

Figure 4 is a screen shot showing an illustrative window that may be used by a 
firm or business to assist in managing various marketing projects. The window is 
generally shown at 90, and includes a Project Appeal Region 92, a Project Efficacy 
Region 94, a Document Center Region 96, a New Project Center Region 98 and a 
Research Center Region 100. The Project Appeal region 92 and the Project Efficacy 
Region 94 each have six illustrative marketing projects that are underway. 

The Project Appeal Region 92 has several columns, including a marketing project 
name column, a "clicks" column, an Executions/Goal column, and a Time Left/Path 
column. The marketing project name column identifies each of the marketing projects, 
preferably using a descriptive name. For example, the first marketing project listed in the 
Project Appeal Region 92 includes the descriptive name "New Endeavor Annuity 
Program". The "clicks" column in the Project Appeal Region 92 identifies the number of 
representatives that "clicked" on an announcement notice that was sent to each of the 
representatives announcing the availability of the marketing project, as further described 
below. For the "New Endeavor Annuity Program", three-hundred and eighty (380) 
representatives "clicked" on the announcement notice, indicating considerable initial 
interest in the marketing project. The Execution/Goal column identifies the number of 
representatives that actually elected to participate in the marketing project, along with a 
goal. For the "New Endeavor Annuity Program", ninety-two (92) representatives 
actually elected to participate in the marketing project, with a goal of 150 representatives. 
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Finally, the Time Left/Path column identifies the time left in the marketing 
project (in days), along with the percentage of revenues that have been generated relative 
to a revenue goal. For the "New Endeavor Annuity Program", 21 days are left in the 
marketing project, with 50% of the revenue goal reached. The clicks, Execution/Goal, 
5 and to some extend Time Left/Path columns of the Project Appeal Region 92 can be used 
to determine a measure of the project appeal of the marketing project. For example, if 
very few representatives "click" on the announcement notice announcing the marketing 
project, there is likely little project appeal for the marketing project. Likewise, if a 
significant number of representatives "click" on the announcement notice, but few 
10 representatives actually elect to participate in the marketing project, there is likely little 
project appeal for the marketing project. A number of steps can be taken if the project 
appeal is less than desired. For example, the marketing group may provide a more 
effective announcement notice to increase the number or "clicks". The marketing group 
may also display more effective promotional material when the representative actually 
15 "clicks" on the announcement notice. The marketing group may also target different 
customers, re-introduce the marketing project in a different geographical region, etc., 
preferably using system based representative feedback. 

Like the Project Appeal region 92, the Project Efficacy Region 94 has several 
columns, including a Start Date column, a Finish Date column, a revenue Goal column, 
20 and a revenue Progress column. The Start Date column is used to indicate when the 
marketing project was initiated. The Finish Date column is used to indicate when the 
marketing project will terminate. The Revenue Goal column indicates a revenue goal 
that may be set by the marketing group or the like when the marketing project is initiated. 
The revenue Progress column indicates the revenue that has been generated by the 
25 marketing project to date. The revenue Progress is preferably calculated by summing the 
revenue generated on each sale of the product of interest to those customers that were 
notified about the product under the marketing project. 

A measure of project efficacy can be determined by noting the revenue progress, 
the revenue goal, and the time remaining in the marketing project. A measure of project 
30 efficacy can also be determined by examining the Time Left/Path column of the Project 
Appeal Region 92. As discussed above, the Time Left/Path column of the Project Appeal 
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Region 92 identifies the time left in the marketing project (in days), along with the 
percent of revenue that has been generated relative to the revenue goal - the revenue goal 
being displayed in the Revenue Goal column of the Project Efficacy Region 94. 

The Document Center 96 preferably displays marketing materials that are 
generated for the various marketing projects. As indicated above, in some industries the 
marketing materials that are sent to customers should be compliant with applicable rules 
and regulations. To reduce compliance risks, many firms require that every piece of 
marketing material go though a compliance review. To help reduce this burden, the 
present invention contemplates having the marketing group or the like generate the 
marketing material as part of the marketing project, and have the marketing materials 
reviewed for compliance before the materials are sending to the representatives. As 
noted above, compliant marketing material can be sent, sometimes along with a 
personalized listing of customers, to each of the representatives in the firm. The 
Document Center 96 preferably displays the various document that are either under 
construction or completed. 

The New Project Center 98 is used to reference marketing projects that are 
currently under development, and the Research Center 100 is used to reference queries 
that are under development. The various queries in the Research Center 100 are 
preferably designed and tested to select a specific targeted group of customers from the 
customer database 30a. 

Figure 5 is a screen shot showing an illustrative window that may be displayed 
when a representative accesses the customer database 30a. The illustrative window is 
preferably personalized for each representative. The illustrative window may include, for 
example, a personalized calendaring function that allows the representative to schedule 
appointments and generally keep track of his/her current and future activities. The 
illustrative window also may display a listing of all of the customers of the representative 
that should be contacted in the current month. Some customers may wish to be contacted 
every month or every quarter, and the system may track when each customer should be 
contacted next. A merge function 200 may be coupled to this function so that the 
representative can easily contact each of the listed customers. The illustrative window 
may also display those customers that have a birthday in the current month. Both the 
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name and birthday are displayed on the screen. A merge function 202 may also be 
provided for easily contacting each of the customers that have a birthday in the current 
month. 

Beyond these functions, the illustrative window of Figure 5 may also have an 

5 Announcements Region 206. The Announcement Region 206 may provide personalized 
announcements to each representative. For example, when a marketing project is 
launched, as described above, an announcement notice may be provided in the 
Announcement Region 206 for those representatives that have one or more customers 
that are likely to be interested in the marketed product. In the illustrative embodiment, 

10 each of the announcement notices are in the form of a hyperlink, such as the "Uncover 
Variable Annuity sales in your own Business immediately" hyperlink. Some of the 
representatives will "click" on one or more the hyperlinks in the Announcement Region 
206. It is these "clicks" that may be counted and displayed in the "clicks" column of the 
Project Appeal Region 92 of Figure 4. In a preferred embodiment, the Announcements 

15 Region 206 may be called the "Business Builders" region 206, but this is not required. 

Figure 6 is a screen shot showing an illustrative window that may be displayed 
when a representative "clicks" on the "Uncover Variable Annuity sales in your own 
Business immediately" hyperlink in the Announcements Region 206 of Figure 5. The 
illustrative window of Figure 6 is designed to make it easy for a representative to 

20 participate in the marketing project. As indicated above, a marketing group or the like 
preferably develops a number of marketing project parameters, which are run against the 
customer database 30a to identify those customers that are likely to be interested in the 
marketed product. In the illustrative embodiment, the identified customers are sorted by 
representative and a personalized listing of identified customers is provided to each 

25 representative of the firm. The dialog box 208 shows the personalized listing of 
customers for one of the representatives. 

To reduce the time and effort required by each representative to participate in the 
marketing project, the personalized listing may be delivered to the representative, 
preferably upon request, in a format that aids the representative in preparing envelopes, 

30 post cards, letters, marketing materials, e-mails, etc. For example, to help create 
personalized letters or marketing materials, the personalized listing may be provided in a 
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format that is compatible with a merge function of an application program such as 
Microsoft Word®. In this format, the representative can merge the names, addresses 
and/or other fields into personalized letters or marketing materials. In the illustrative 
embodiment, button 209 can be used to downloaded the personalized listing of customers 
5 in a merge format that is compatible with an application program such as Microsoft 
Word®. 

The personalized listing may also be provided in a format that is compatible with 
a spreadsheet application program, an e-mail program, or other suitable format, if desired. 
In the illustrative embodiment, buttons 210, 211 and 212 may be used to download the 
10 personalized listing of customers in a format that is compatible with labels, envelopes, 
and a spreadsheet program, respectively. Other formats are also contemplated. 
□ As indicated above, the marketing group may generate compliant marketing 

material as part of the marketing project. Compliant marketing material can then be 
if provided, sometimes along with the personalized listing of customers, to each of the 

yy 15 representatives in the firm. The dialog box 213 of Figure 6 displays various compliant 
f: marketing documents that have been developed for the "Uncover Variable Annuity sales 

in your own Business immediately" marketing project. The representative may download 
%j any of these documents via button 214. 

It is contemplated that the compliant marketing materials may be compatible with 
O 20 the personalized listing of customers, so that the various fields of the personalized listing 
of customers can be merged or otherwise incorporated into the compliant marketing 
material, if desired. In one embodiment, the representative may merge the various 
documents after they are downloaded. In another embodiment, a representative may 
simply select certain compliant marketing materials and have the personalized listing of 
25 names merged with the marketing material before they are downloaded to the 
representative. This can be accomplished by using button 217. 

Rather than having the representatives perform the tasks of receiving the 
personalized listing of customers, and generating the personalized envelopes, post cards 
and/or compliant marketing materials, it is contemplated that the marketing group may 
30 perform these tasks for the representatives, preferably upon request. For example, the 
marketing group may generate mailings for all of the identified customers. The mailings 
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may be personalized for each representative, including the appropriate representatives 
name and address. The marketing group may then forward the mailings to each 
representative for signature and mailing. The representative may request this option by 
selecting button 215. Alternatively, the marketing group may distribute the materials 
5 directly to the customers. The representative may request this option by selecting button 
216. 

Figure 7 is a screen shot showing another illustrative window that may be 
displayed when a representative "clicks" on the one of the hyperlink in the 
Announcements Region 206 of Figure 5. The illustrative window includes, for example, 
10 a "Main Title of the Project" Region along the top bar, a "Description" Region, a "Client 
Communications" Region, a "Materials" Region, a "Your Progress" Region and a "How 
We Determined Who Should Get This" Region as shown. Other regions may also be 
provided, as desired. 

The "Main Title of the Project" Region preferably includes the title of the 

15 marketing project, and preferably corresponds to one of the hyperlinks in the 
Announcements Region 206 of Figure 5. The "Description" Region preferably includes a 
description of the marketing project. The description is preferably written by the 
marketing group to make an effective marketing presentation to the representatives, 
which may increase the marketing project appeal for the representatives. 

20 The "Client Communications" Region may include a personalized listing of 

customers for the particular representative. As described above, the personalized listing 
of customers is preferably generated by running the marketing project parameters against 
the customer database. An entry, shown to the right of each listed customer, may be 
provided that identifies which of the listed customers have already been contacted by the 

25 representative regarding the marketed product. In the illustrative embodiment, none of 
the listed customers has been contacted. 

The "Client Communications" Region may also include a "Get the List" of 
customers hyperlink, which in the illustrative embodiment, may provide the personalized 
listing of customers to the representative in a format that is compatible with, for example, 

30 a merge function of an application program such as Microsoft Word®, or any other 
suitable format. The "I need to add a client to the list" hyperlink is also be provided, 
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which may allow the representative to add a customer to the personalized listing, if 
desired. 

The "Materials" Region preferably includes a link to pre-generated rules 
compliant marketing material. As indicated above, the rules compliant marketing 
5 material may be generated by the marketing group or the like, and is preferably checked 
for compliance with applicable rules. The rules compliant marketing materials may be 
compatible with the personalized listing of customers, if desired, so that the various fields 
of the personalized listing can be merged or otherwise incorporated into the compliant 
marketing material 

10 The "Your Progress" Region displays the representatives progress relative to, for 

example, the average progress of other representatives. This allows the representative to 
n track his or her progress against other representatives, and may provide added incentive 

^ or motivation to contact the customers identified on his/her personalized listing of 

H customers. The "How We Determined Who Should Get This" Region identifies the 

0 15 parameters used to generate the personalized listing of customers. It should be 
f? recognized that the various regions shown in Figure 7 are only illustrative, and that other 

s regions may be provided if desired. 

\j Contact with the customers is preferably tracked either through efforts of the 

\H marketing group, or by monitoring the correspondence history data file 44 of Figure 2. 

O 20 The representative preferably record each correspondence between the representative and 
*' his/her customers, preferably using the contact history region described more fully below 

with respect to Figure 8. By monitoring these correspondences, either automatically, 
semi-automatically, or manually, those customers that were actually notified about the 
product can be identified. 
25 As noted above, each sale of the product made to one of the notified customers is 

preferably recorded in the customer database 30a. A marketing project efficacy indicator 
can be determined by, for example, comparing the number of customers that were 
notified about the product with the number of those same customers that actually 
purchased or did not purchase the product. Figures 8-12 illustrate a system that can be 
30 used by the representatives to record their sales of the product in real or near real time. 
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Figure 8 is a screen shot showing an illustrative window that may be used by a 
representative to view a customer's account and record his/her daily activities in 
customer database 30a. The window shows the display after a particular customer 
account has been selected, namely customer account number "JDEMO". The illustrative 
window of Figure 8 identifies the particular account at 220, the customer's name and the 
type of account at 222, the customer's address, phone number and email address at 224, 
the holdings in the account at 226, the customer's investment objectives at 228, certain 
personal information regarding the customer at 230, and recent contact history between 
the representative and the customer at 232. The window also includes an administrative 
section 234 and an action section 236, which are further described below. 

The holding section 226 identifies the quantity, symbol, date opened, unit price, 
net cost, market price, market value, and gain/loss for each holding in the account. Also 
displayed is the total equity for the selected account. The investment objectives section 
228 is set by the representative, preferably after having discussions with the customer. 
The investment objectives of the customer are important to keep in mind, and are thus 
readily available and viewable by the representative when the customers account is 
displayed. Often, decisions about future investments and investment strategies are 
evaluated in view of the customers investment objectives. 

The personal information shown at 230 provides the representative with a high 
level snapshot of the customer and the customer's portfolio. The contact history section 
232 is used to record the various contacts or discussions between the representative and 
the customer. This can be important, particularly during a regulatory audit of the firm. 
The full contact history between the representative and the customer can be displayed by 
simply selecting the "View JDEMO's contact history" hyperlink. A new entry in the 
contact history can be created by simply clicking on the Go button 250. 

The administrative Section 234 allows the representative to edit account 
information such as the customer's address or investment objectives. The administrative 
section 234 also allows the representative to edit an open transaction or to perform a 
number of tasks that are commonly encountered when dealing with customers, such as 
making a cash deposit. The action section 236 allows the representative to quickly 
generate various tables or graphs for the benefit of the customer. The action section 236 
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also includes a trade menu 262 for performing trades in the selected account. In many 
cases, the trade menu 262 will be used to record a purchase of a product that is the 
subject of a marketing project. 

Figure 9 is a screen shot showing the window of Figure 8 with the trade menu 262 
expanded. In the illustrative embodiment, the trade menu includes buy, cover, sell, sell 
short, and sell covered menu options. Figure 10 is a screen shot of an illustrative window 
that may be displayed after the "Buy" menu option has been selected from the trade menu 
262 of Figure 9. The window shown in Figure 10 accepts a number of fields from the 
representative. In the example shown, the window accepts a trade type, a symbol or 
CUSIP, a solicitation status, the location of the shares, a trade date, an amount or number 
or of shares, a price, etc. A notes section 268 is also provided, which allows the 
representative to record any notes that are pertinent to the trade. Once the representative 
fills in the appropriate fields, the representative hits the confirm this trade button 270. 

Figure 1 1 is a screen shot of an illustrative window that may be displayed after 
the "Confirm This Trade" button 270 of Figure 10 has been selected. This window 
summarizes the information provided by the representative in Figure 10. The 
representative reviews the displayed information and executes the order by selecting the 
"Execute this Buy Order" button 272. When the "Execute this Buy Order" button 272 is 
selected, the trade is executed and an entry is made in the firm's trade buy blotter 40. 

Figure 12 shows an illustrative Trades Buy Blotter that is preferably maintained 
by the system for all representatives of a firm. The Trade Buy Blotter includes buys that 
occurred between October 1, 2000 to October 31, 2000. The illustrative Trade Buy 
Blotter shows the trade date, the settle date, whether the trade was a buy or sell, the 
account number corresponding to each trade, the particular product or security that was 
traded, the number of shares traded, whether the trade was solicited or unsolicited by the 
representative, the buy price per share, the total buy cost, and the buy commission. Each 
buy entry shown in Figure 12 is generated by the system when a representative executes a 
buy trade using the pull down menu shown in Figure 9. A further discussion of this 

system can be found in co-pending U.S. Patent Application Serial No. , filed 

9 entitled "Methods and Systems for Assisting Financial Services Firms and 

Their Representatives", which is incorporated herein by reference. As can be seen, the 
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system described above with respect to Figures 8-12 can be used by a representative to 
record his/her sales in real or near real time. 

Figures 13A-13B show a flow diagram of an illustrative method of the present 
invention. The illustrative method begins at step 300, and control is passed to step 302. 

5 In step 302, a marketing project definition is created for a particular product of interest. 
Step 304 identifies firm customers that meet the marketing project definition by running 
one or more queries on a customer database using one or more marketing project 
parameters. Once the customers are identified, step 306 identifies the firm 
representatives that represent the identified customers. Step 308 allows those firm 

10 representatives to obtain a personalized listing of the identified customers that he/she 
represents. Step 310 of Figure 13B identifies which of the identified customer listings 
are accessed by the firm representatives. Step 314 determines a marketing project appeal 
indicator by, for example, monitoring how many and/or which representatives access 
their personalized identified customer listing and/or applicable marketing materials. 

15 Alternatively, or in addition, step 314 may determine the project appeal indicator by 
monitoring how many representatives actually elect to participate in the marketing 
project. 

Step 316 identifies how many and/or which of the identified customers that are 
accessed by the firm representatives actually purchase the marketed product, preferably 

20 within a given period of time. Step 318 determines a marketing project efficacy 
indicator. Step 318 may determine the marketing project efficacy indicator by, for 
example, comparing the number of customers that were notified about the product with 
the number of the same customers that actually purchased or did not purchase the 
product. Alternatively, or in addition, step 318 may determine the marketing project 

25 efficacy indicator by comparing the revenue generated from the sales of the marketed 
product relative to a revenue goal. Other methods for calculating a marketing project 
efficacy indicator are also contemplated including, for example, comparing the number of 
products sold versus a sales goal, comparing the value of the products sold versus a value 
goal, etc, as shown at step 320. 

30 Figures 14A-14B show a flow diagram of another illustrative method of the 

present invention. The illustrative method begins at step 400, and control is passed to 
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step 402. In step 402, a marketing project definition is created for a particular financial 
product of interest. In step 404, rules compliant marketing material is created for the 
financial product of interest. Step 406 identifies firm customers that meet the marketing 
project definition by running one or more queries on a customer database. Once the 
customers are identified, step 408 identifies the firm representatives that represent the 
identified customers. Step 410 provides a personalized listing of the identified 
customers, along with the rules compliant marketing material created in step 404, to 
selected representatives. In step 412 of Figure 14B, the representatives sends the rules 
compliant marketing material to the customers identified on their personalized listing of 
customers. In step 416, each representative initiates the recording of his/her sales of the 
financial product in the customer database. The customer database may be the same 
customer database that is referenced in step 406, or a different database, as desired. 

Step 418 identifies how many and/or which of the identified customers actually 
purchase the marketed product from a firm representative, preferably within a given 
period of time. Step 418 may be accomplished by running another query on the customer 
database. Then, step 420 determines a marketing project efficacy indicator for the 
marking project by, for example, comparing the number of customers that were notified 
about the product with the number of the same customers that actually purchased or did 
not purchase the product. Alternatively, or in addition, step 420 may determine a 
marketing project efficacy indicator by comparing the revenue generated from the sales 
of the marketed product relative to a revenue goal. Other methods for calculating a 
marketing project efficacy indicator are also contemplated including, for example, 
comparing the number of products sold versus a sales goal, comparing the value of the 
products sold versus a value goal, etc. 

Having thus described the preferred embodiments of the present invention, those 
of skill in the art will readily appreciate that the teachings found herein may be applied to 
yet other embodiments within the scope of the claims hereto attached. 
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